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Abstract 
Determining demographic features and sport priorities is an important issue in sport tourism marketing. So the purpose of this 
study was to determine the demographic characteristics and preferences of sport tourists in Iran. The research method was 
descriptive. The sample of study consisted of 177 Iranian and 125 foreigner sport tourists. A researcher-made questionnaire was 
used to collect the data (the validity was approved by experienced professors in sport management and its reliability was verified 
by Cronbach’s alpha method, α=0/775). Descriptive statistics were used to analyse the data by SPSS. The results showed about 
60 % of the samples were athlete and most of them were young (27 years in average) and male (%91). Although sport tourists 
had not good salaries, the money they tend to spent for the trip was nearly equal to their monthly income. Educational degree of 
most sport tourists (53 %) was diploma and lower. First interested area for them was "sea and other water activities" and first 
interested media for advertising was TV. The most important reason for their travelling was the sport event itself and the 
favourite season for them was spring. 
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1. Introduction 
There are different types of Tourism and one of them is sport tourism that its growth is more than the others (Jago et 
al, 2003). Also, different experts have different definition of sport tourism. Gibson (2003) defines sport tourism as 
“leisure-based travel that takes individuals temporarily outside of their home communities to participate in physical 
activities, to watch physical activities, or to venerate attractions associated with physical activities” (p. 207). Based 
on Gibson’s definition, sport tourism can be categorized into three groups of active sport tourism, event sport 
tourism and nostalgia sport tourism. Marketing has a lot of importance in different industries especially in sport 
tourism. So, factors affecting sport tourism development should be considered. Paying attention to marketing 
process make planning more detailed. The first step in marketing process is market segmentation that is the base of 
each marketing plan so that organizations should segment the market according to some factors (e g. age and 
geographical location) to target their products. Different parts of market can be determined by different variables 
such as demographic characteristics (e g. age, job, income, social group, ethnic, religion, nationality), psychological 
profiles (e g. activities, interests, attitudes), behavioral activities, technical knowledge, buy-and-use behavior, 
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expectations from product, consumption amount and even geographical location (Pender, 1999).Demographic 
characteristics have been studied in a lot of investigations. Awareness of income rate is one of important 
demographic variables that can be effective in sport tourism development planning. With this in mind, Hartzer 
(1994) suggested passive sport tourists in which take part in Olympic Games are usually from rich families. Also, it 
seems high educational level makes high interests in travelling. Kim & Chalip (2004) found that “age” and “prior 
attendance” of respondent were significantly related to their interest in attendance in Football World Cup. Young 
people were more interested in travelling for Football World Cup. The result of Finnish sport tourism identity 
investigation showed that most respondents were men (more than 97 %) and student. So, the age of more than 50 
percent of them was between 18 and 29. In survey that Lee (2011) conducted the result suggested gender has an 
important role in perception of service quality and satisfaction. Although, Tangibles and Empathy were critical 
service quality dimensions for determining satisfaction of both men and women, female respondent tended to pay 
more attention to physical representations, cleanness and appearance of service encounters. Investigating on sport 
tourist preferences is another factor that should be noted. The results of Kozak’s survey (2002) about choosing the 
travelling destination showed German tourists choose Malta as a travel destination because it’s in the vicinity of 
Germany. Furthermore, it’s predicted that future growth of tourism will be focused on special kind of tourism 
packages such as sun and sea travelling (Klodiana, 2005). With this regard more than one million international 
tourists travel to Australia for participating in an outdoor sport activity (Department of Industry, Tourism, and 
Resources, 2005).Since the tourism marketing and its process are so important in sport tourism development and 
segmentation is the base of each marketing plan, awareness of sport tourism characteristics and their preference is 
necessary. However, there are few researches in this field of study in Iran. Therefore, this survey conducted to 
determine what the demographic characteristics of sport tourists and their preferences are. 
2. Methodology 
2.1. participants 
The sample of study consisted of 177 Iranian and 125 foreigner sport tourists who had taken part in different sport 
events in Iran. 
 
2.1.1. Procedure 
The research method of this study is descriptive. . A researcher-made questionnaire was utilized to collect the data 
(the validity was approved by experienced professors in sport management and its reliability was verified by 
Cronbachs alpha method, α=0/775) 
2.1.1.1. Statistical Analysis 
 
Descriptive statistics were used to analyze the data by SPSS 16.  
 
3.Result 
Results: 
3.1. Demographic characteristics of sport tourists 
The results showed that about 60 % of sport tourists were athlete and most of the samples were men (91 %). Also, 
the average age of respondents was 27. The educational level of sport tourists was so interesting so that more than 
half of them had diploma and lower degrees. Table 1 show the educational level of respondent. 
 
Table1. The educational level of sport tourists 
 Lower than 
diploma 
Diploma Technician B.S or B.A M.S or M.A Ph.D. or 
Doctor 
Iranian sport 
tourists 
26 % 30 % 10/7 % 15/3 % 2/8 % 0/6 % 
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Foreigner sport 
tourists 
3/2 % 32 % 2/4 % 17/6 % 1/6 % 0/8 % 
Total 16/55 % 36/09 % 7/28 % 16/22 % 2/31 % 0/66 % 
 
Descriptive analysis showed the most of foreigner sport tourists were come from Iran’s neighbourhood so that, more 
than half of them were come from United Arabic Emirate, Pakistan, Oman and India.  
 
Because most of the respondents were student and didn’t have any salary the average of income of sport tourists was 
about 100 $ per month. In addition, they expended about 100 $ in their travel. On average the number of family 
member among Iranian sport tourism was 5 persons and in foreigner sport tourists it was 6. Furthermore most of 
research samples (72 %) reported they tend to revisit from host destination. 
 
3.2. Preferences and interests of sport tourists 
The analysis of preferences and interests lead to notable results. Preferred attractions of sport tourists were  
respectively “sea and other water attractions”, “sport events”, “jungle and its related activities”, “mountain and its 
related activities”, “ski and snow related activities”, “exercise in sport clubs”, “biking in the nature”, “air related 
sports” and “desert and its related activities”. Also, the results showed preferred media for advertising are 
respectively “television”, “internet”, “newspaper”, “journal” and “radio”. The most effective factor on decision of 
tourists for attending sport event was sport contest itself (79/9 % of tourists). Furthermore, the favourite season of 
49/64 % of sport tourists is spring.  
 
 
4. Discussion 
 
Existence of many natural attractions and varies climate in Iran make it one of the attractive countries in all over the 
world. However, there is no effective implementation to use the benefit of these potentials. The results showed 60 % 
of the respondents were athlete. So, it can be concluded that there is no sport tourism in Iran except event sport 
tourism. Also, that most sport tourists were men indicates there is one gender sport events in Iran. So, it’s not 
desirable and causes to lose many target markets. Most foreigner sport tourists belong to Iran’s neighbourhood and 
have good political relationship to Iran. Therefore, it seems closeness to a destination is the preference of sport 
tourists (Ewert & Hollenhorst, 1989). In this regard it reported one of the reasons of German tourists for choosing 
Malta as a destination is the time duration of flying (Kozak, 2002). So, paying attention to the needs of sport tourists 
of neighbour countries can influence on their decision for travelling to Iran.  
 
The level income of sport tourists in this research was low. One of the most reasonable explanations is that most of 
tourists were young and student. In addition, it was reported passive sport tourists who attend to the Olympic game 
are usually from rich families (Hartzer, 1994). Although in this study the income of tourists was low, the average of 
their expenditure was equal to their income average. It can be concluded the sport tourists are emotional people that 
expend money as much as possible.  
 
The educational level of sport tourists is an important factor that should be taken into account. Generally, 
demographic characteristics such as age, gender and education should be considered to predict amount of attendance 
in sport events (Zhang, 2001). In addition Cha et al. (1995) asserted both age and educational level are important 
variables effecting tourists’ motivations. 
 
Because most of foreigner respondents reported their interest in travelling again to Iran and the number of sport 
events is increasing in different places, increasing or keeping the number of sport tourists is so difficult. Therefore, 
since keeping the customer is more important than attracting new customers in service trades and it’s more 
profitable (Kim & Lee, 2011), managers and authorities should pay attention to the quality of their services to 
persuade tourists to revisit Iran. 
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There are different demands for various sport tourism sectors. For example, water sport activities, eco sport tourism, 
ski, mountain, desert, and jungle have especial demands. As mentioned, the first preference of sport tourists among 
tourism attractions was “sea and other water attractions”. As “sea attractions” and its related activities are the first 
preferable attraction in all over the world (Klodiana, 2005), water sports have an important role in sport tourism 
development (Ramallal et al, 2010).  
 
Awareness of travelling motivations of sport tourists is another important factor that should be considered in sport 
tourism plans. In this study the result showed participating in sport competitions was the most common reason for 
travelling. In other words, if there was no sport competition, the tourist wouldn’t travel to that destination. In this 
regard, the result of a study conducted among the fan who had attended to a university sport competition in 
Australia, showed the motivation of two-third of the tourist was the competition itself (Gibson et al, 2003). It can be 
concluded that sport events have an important role in attracting sport tourists. So, paying attention to planning, 
organizing and administrating the sport events as well as possible, may help sport tourism development. 
Furthermore, it should be considered because the financial budget of “small-scale sport events” is lower than Mega 
sport events, it’s more beneficial (Gibson et al, 2003). The preferred media for advertising was television and 
internet. So, making sport tourism TV channels and websites can be useful to introduce tourism potentials. 
Moreover, preferred season for travelling of about 50 % of respondent was spring. Seasonal variation is an 
important reason for marketing in tourism industry (Pender, 1999). However, sport tourism decreases the effect of 
seasonal variation (Higham & Hinch, 2002). 
 
As a conclusion, the results help to clarify the importance of identifying the characteristics of sport tourists. The 
information of this research can be used for detailed and effective plans. In general the findings of this study showed 
sport tourists characteristics are different from other types of tourists and it’s necessary to design especial marketing 
plans to attract sport tourists. Otherwise, a general marketing plan cannot be successful in sport tourism 
development. In addition, although the number of international sport events and foreigner sport tourists are low, 
good performance in hosting international sport events and having a comprehensive sport tourism plan, can lead to 
sport tourism development.      
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